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Balancing Customer Perceptions and Expectations.

If you read only one management book this year, make it
Delivering Quality Service: Balancing Cusiomer Fercep-
tions and Expeciations. Your editor feels this book has 5o
many imporiant contributions 0 make o the marketing
management of library/information services that it wasn't
enough 1o wrile a shorl book review,

While cther management books have deall with "excel-
lence” through example, the authors of this book have
developed a research model o reveal the basic compo-
nents of service excellence and bow the componemis
inderact in the minds of customers, staff, and monage-
meenl. The resull is & clearer understanding of how the
balance between expectations and perceptions of service
can be beer managed.

Whilz librarics do offer information products as langibles,
the major "product® of a library is service. The sign of a
successiul, healthy library business is iz satisfied, repeat
customers. Bul identifying the elements of a service that
creales repeat customers can be tough, This is where the
book can make a valoable contribution o a library's
management and marketing stralegy.

The authors begin their discussion by idenufying 10
dimensions of service that customers ypically use o
evaluate service quality: tangibles, reliabiliny, responsive-
ness, competence, couriesy, credibility, securily, access,
communication, and understanding the custiomer. The key
i delivering high-quality service is (o balance percep-
tions and expectations and close the gap between the two,
The rest of the book is devoled o five imponant gaps in
the perceplion/expectation equation that prevent the
perfect balance.

Gap 1. The discrepancy between what customers
expect and what management perceives thai they
expect. By taking the time 10 get out and jalk with your
customers — o find out what they need, what they think
ahout your library's services, how they used (he last
information product the library sent them — you will be in
4 belier position 1o close this gap. It's casy (o find some-
thing to do in the library that seems 10 be more important,
bul nothing i more critical than finding out how your

library and its services are perceived by your current and
potential customers., Don't wail for a user survey, start
lalking with customers today.

Gap 2. The wrong service-guality standards, Many
limes cuslomer expoctalions are unrealistic o librariong
use the wrong yardstick 10 measure performance, Unreal-
istic expectations can really hurt a library’s image. An
educated customer can be your best consumer, Use your
library newsletler, orenlation scssions, open houses, or
other public forums (0 "educate” your target market on
whalt can be expected from the library. I you are using
circulation stalistics 1o justify your library’s cxisience,
and vour managers aren't responding, find oul what they
wre using 1o measure productivily, and then change your
vardstick sccordingly.

Gap X, Service-performance gap: When employees
are unable and/or unwilling to perform the service at
ihe level desired by management. This is where person-
nel management skills play a mapor role in empowenng a
stalf o be marketing-orienied. Maybe a few pats on the
back are necded, lewer restrictive rules, or improved
morake, Maybe it will take an improved management
strategy (o get the nocded tochnical or personal resources
vour stafl neads o do the job your library is expecied o
provide. Bul if you don't do something, this service gap
can come back 1o haunt you,

Gap 4. When promises do not match delivery. If you
arc concemed with what you promise in your adventising,
personal sales, or public relations programs, you are
dealing with this service gap problem. It is essential that
you do nod overpromise o misrepresent your Bbrary's
services or products. Your editor has never noticed this o
be a problem in libruries, but with the recent emphasis on
promotion and cosi recovery in some ofganizations, il is
casy to fall into the trap,

Gup 5. Customer expectations and perceptions of
service quality do not malch, Together, the preceding
Tour gaps form the ultimate hurdle to delivering quality
service as defined and perceived by the libeary customer.
Continuexd on page §
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Pearls of Wisdom

Be careful not 0 pul stationery wilh raised leiiers torough
vour laser printer. Legal libraries in particular need 10 be
careful, since most law firm stationery uses raised lemering
an (e letterhead, The chemicals used in the raised leuter
printing process (thermographiy) will nol withstand the
exireme heal produced by a laser printer, The resull is a
"melied™ lpok, To overcome this problem, use Mai printed
stationery or letterhead that is genuinely engraved. IT you
don’t know what printing process was used (o produce the
stationery, ask a printer for advice.

Thee latest issue of Special Libraries (Spring 1990) offers
an interesting article by Betty Edison, “Strategics for
Success (or ODpportunities Galore)” reveals a number of
ideas for successfully dealing with marketing challenges
facing special libraries today.

Here's an jdea from the Fort Frondenac Library in King-
ston, Datario. Oa the cover of their able of contents
service they highlight excerpts and quotes from articles of
interest. Makes you want 1o put everything else down and
read what else is available from the library, Glenyss
Turner, Head of Reader Services, says this and their path-
finder products are widely used. Notice what they named
their pathfinders - Research Road Maps - an excellent
litle that conveys whal the product 15 supposed 10 provide .
. . And iU's easy 10 remember,

Why use & magic marker 1o scrawl out your library hours
or the days when vour library is closed when you can gt a
compleie sef of "The Library 15 Cloged™ posters for 13
nationally observed holidays? Each kit contains two 11" x
14" posters depicting various American historical events
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and photographs of national sites. For order information
wrile 10: Identity Check Printers, Box 149-D, Park Ridge,
1L 60068, or call 312/992-2051.

When you want 1o reveal information in stages during a
presentation using overhead transparencies, consider
putting cach new "piece” of information on an overlay.
Then when you wanl to "reveal” information, you can
place the overlay on 1op of the original transparency.
Using a piece of paper to prevent information from
projecting, and then gradually moving the paper to reveal
the information undemeath can be awkward. Invariably
the picce of paper slips, and the avdience gets a peek at
your hidden text. Most importanily the audience feels that
information is being kepd from them. When you use an
overlay, they feel information is being given to them.,

Norton Products makes a handy projection device that
will project an image up o 27 lEmes is she, 50 you can
casily trace it . The "Easy Copy™ Projector will also
project objects or anything that you can sit the project on.
It's portable (it resembles a large flashlight), which is nice
for these times when you wani (0 project jusi one image
at & staff meeting or customer presentation, but don't want
to fiddle with an overhead projector. The price is $19.95
and there’s a 30-day wrial period. For more information,
write 10 Normon Products, Depl. DC-54, 271 Nonh Ave.,
Mew Rochelle, NY 10801,

Librarians who offer table of contenis services, and who
charge for the service or account for its cost, might be
interested in 8 new service called Information Industry
SCAN. For 5345 year a subscriber receives a publication
every Dwo weeks with the fables of conlenis from over
100 magazines in the information/communications
industry, The price includes 10 copies of anicles. Addi-
tional articles cost 510 a picee. Your editor suggests
looking a1 this new service for 1) price comiparison (o
similar in-house library services, 2) packaging and
promotion ideas for your own service, and 3) possible
replacement of your library's own service, if justifiable.
Write to Current Awarencss Inc., 177 Main Sireet, Suine
235, Fort Lee, MY 07024, or call 200 /461-5136,

Just announced! The 1991 Mational Library Week Theme
is "Read. Succoed.”. Materials for the new campaign will

be introduced at the National Library Week workshop on

June 25th during the ALA conference in Chicago.
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A number of Marketing Treasures' readers applied energy and imagination to their observances of National Library
Week (NLW), Here are several briel accounts of observances by colleagues.

Caral Feder of Unisys Corporation (Plymouth, M1 location) beld an open hoase on the moming of April 26th. To
pnounce NLW and the open house, she had an invilation created and enlarged as a full color poster for the main en-
trance of the building. She also had smaller versions of the posier placed on bulletin boards throughout the building, Just
in case people blinked when then walked in the building or passed a bulletin board, Carol invited every employee via
miail with a personal copy of the announcement.

Marketing dialogues and demonstrations to help people use the library
were held during the open house, A representative from Unisys Cualiny
Management spoke about how departments can work with the library o
improwe quality, and showed apes oo quality control,

where the cafeteria substituted library-related names for menu items,

‘ Carol even got the library recognized af the company lunch table,
N F ° To capiialize on the increased visibility from her NLW program, Carol
| had a new logo designed for the library.  Applied to stationery and
bookmarks, the new logo will serve 10 visually remind people of the
library and its good services and products long afier NLW is over,
shown here is the bookmark. T's printed on light 1aal colored paper

with black and dark 1zal ink colors, Very handsome.

The library al Central Maine Power combined NLW with an Earth Day
obscrvance, The library sponsored a lunchbox seminar and invited a

| well-known Maine author 10 speak, followed by a slide show about
Maine's natural resources.

| On Thursday the library beld their annual open house with refreshments
and tours of the library, Various exhibils were set up that included
newly acquired computer database programs with related performance
graphs, and new publications with sign-up borrowing sheets.

Betsy Brooke savs the library's NLW activities were very well attended
with onc of the biggest “hits™ being the showing of an old resiored film
of 2 1928 company picnic.

Lynn Schwartz at the Alleniown Osteopathic Medical Center library
implemented an innovative approach 1o the traditional “prize drawing
SYS contest”, During MLW the library featured a *Pick Your Own Prize
Drawing". The library purchased 13 different prizes — books on medical
topics, gardening, exercise, and cooking, and two tote bags. Each prize

:""'ﬁ: P ey (mtae was represenicd by a container, Every time a person came into the
e - wmmm library he or she received a ticket that could be placed in the container
S s5asie representing the prize of choice. This approach allowed cveryone (o
sclect a prive of special interest o them, and also increased the chances
of winning.

Condmusd on paga 4




Vold No5
Page 4

e L N

Proflle conlinwed . . . from page 4

Begides sponsoring a used book sale, Lynn's library also featured computer program demonstrations, including personal
mberest computer services such as Compuserve and Prodigy. In fact, NLW kicked off a month-long demonstration of

Prodigy in ibe Library.

Martha Reiter at American Cyanamid (Stamford, CT location) noted that their library created a series of posters illustral-
ing library resources, lending and photocopy services, and how 10 read and interpret data shests.

Natonal Secretanies Week brought visibility to libearics 100, Martha Reiter’s library sponsored a training program for
company secrelaries on how (o use the library's services and resources, Betty Garland's Health Services and Promotion
Information Network in Ottawa, Canada beld two afiemoon tea sessions for secretaries. The sessions reviewed how the

library’s resources can help with management s requests and personal needs.
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Many thanks 10 everyone who shared
itheir NLW activities and materials, To
those readers who couldn't observe
MLW because they were planning
library moves — Good luck! And oor
condolences to Jeanne Becker of Me-
mgrial Sloan-Kellering's Medical
Library who was going (o send us a
photo of her bulletin board featuring the
dinpsaur from a Marketing Treasures
clip art shect. But the large, green
dinosaur disappeared overnite. . .
without a trace.

Beuty Garland sent us a sample
package of her Network's new
stationery, featuring their new logo.
Shown here is the cover sheet (in
French) for computer genarated bib-
liographies, The colors are light agua
and light lavendar on white paper.
It's beautiful and eye-catching. Belty
will be showing the new materials at
& poster session al the SLA Swap
and Shop on Tucsday, June 12th.
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Worth Its Weight in Gold

Successfully introducing a new product into the
marketplace is a very difficalt task. Marketing
Treasures” readers should not be discouraged if a new
library service or product doesn't fly. According to
industry estimates, only about 15% of all products
introduced in the last decade are considened successful,
Recenily, the Coman Consulting Group talked to 50
companies aboul their new product successes and
failures. What they leamed can help librarians imple-
ment successful new productfservice introductions.

1. Listen to consumers and understand how people
used the product. Library customers are the best
source of new product and service ideas., Make it a
practice to walk with library customers; they can be
excellent sounding boards with insights that can prove
invaluable, When you have an idea, do some prelimi-
nary rescarch with current customers. It doesn't have
to be in-depth, fancy research. Just get enough feed-
back 1o determine if you have a viable idea that
warranis continuation. Consider establishing a library
consumer pancl, if you want o formalize customer

input into your development process.

I, Don't try to enter a market too far removed from
the core business strengths. [1's okay 1o diversify, but
the best diversification builds on what your library
already docs best - manage information. It's hard
enough 1o introduce & new product that builds on your
existing resources and knowledge. Trying to introduce
a product or service that requines a new set of abilities
and resources may be more than your library business
can handle, So put that pet grooming service idea on
the back bumer, and investigale the database instruc-
tion service instead,

3. Avoid bad introductory liming. Some products
enter the market oo soon, before the target market is
ready for them. Don't plan to introduce an electronic
newsletter if most people in your target market don't
hawve ready access 1o a computer lerminal. Conversely,
some products enter the market oo late, after the com-
petition has already established brand loyalty.

JAbove all, don"t fall in love with your new product or
service. When it comes to product development,
objectivity is . . . worth its weight in gold!

Promotion Gems

When you create a logo for your library you should also
create a sel of guidelines for its usage. One such guide-
line is how the logo it used in various graphic siluations.

Many logos conlain the name of the organization for
which they stand. There is nothing wrong with this. But
when il's time 1o apply the 1ogo 1o various Library
products, such as cover sheets, bulleling, Myers, annonce-
menis, elc. there might be a templation to let the logo
modify the product title.

Take for instance, a library's acquisitions list. Why not
just put the logo design next 1o the words “acquisitions
list™ on the cover sheet? If you let the logo modily the
name, you will be losing the visual impact of the logo.
Every lime the logo modifies a product or service name,
the logo loses its ability to independently identily the
Library as an organization. Another problem will surface
when you iry 1o wrile out the proper name of the product
= i8 it the “acquisitions list"”, or the *Library XYZ
acquisitions lisf™}

If you [ind yoursell inclined 10 use your logo design to
madifly a product or service name because the name
SC0MS 100 goncric of non-descriptive, take a few minules
and change the name. Use a modifier or a completely

| different set of words 10 name your library product. You

can always use colors 1o modify a product name, i.e. The
Green Guide 1o . . ., or Code Red Document Service,
Obwiously, the color can be reflected in the paper and ink
colors, Above all, make sure the name is meaningful and
nol & library jargon term. A good example is the Fornt
Frontenac Library pathfinder name “Rescarch Road
Maps™ (sce Pearls of Wisdom).

Oiher related tips [or library name treatments inclode
keeping your library's name from becoming a generic
term by mot using the name in the possessive form. For
instance, rather than saying “ihe Information Resource
Center's compuler search services are superior,” rewornd
the sialement to “the Information Resource Cenler
provides superior compuler scarch services.” Another
way to keep your library's name from becoming gencric
iz 1o always capitalize its spelling and use it as a proper
noun followed by a descriptive term. For example,
Library photocopying services.




Sparkling Reviews

Information Marketing Handbook. Ediled by Beity
Unruh. The Mational Federation of Abstracting and
Information Services, Philadelphia, PA, 1989, ISBN: 0-
042308 -24-7 550.00 (non-members)

Just when you think you have a marketing book that can
be used by library managers, it turns out 1o be geared (o
the information industry. The fnformarion Marketing
Handhook has some good information and ideas 1o offer
librarians, bul not &8 much as the title might suggest

The book is sctually a compilation of chaplers by five
people writing in the areas of their expertise. While this
iz usually a good approach, in this case il has produced
an uneven treatment of wopics, with some redundancy.

The book begins with an excellent, brief discussion on
strutegic planning. and progresses (o the centerpicce
article on marketing. Unfortunasely, the chapter author
spends too much time defining marketing concepts
that you can find in any marketing textbook. and never
really applies the concepts 1o information marketing
challenges, excepl on a very superficial level.

There is one chapter on pricing, which is so shon your
editor almost missed it Librarians will be able o pick
up pointers from the chapter on customer service. The
chapier on overscas marketing is very enlightening.

If you are considering a career move (o the vendor side
of the sireet, this book may give you some inleresting
insights — although if there is a need for this level of
marketing guide, then maybe it isn't greener an the
other side . . . 7 On the other hand, if you are thinking
about embarking upon a commercial information
project, this book offers a quick "jump stan” into the
marketing process,

Cusiomer Parcepbions . . , continged fram page 1

The last partion af the book is devoted 1o discussing sug-
gestions for climinating service quality gaps. While the
book tends 1o be a little academic in arcas, its discussions
and ideas can be important contributions to a library's
approach 1o marketing management., Delivering Quality
Service: Balancing Customer Perceptions and Expecia-
tions by V. Zeithaml, A. Parasuraman, and L. Berry. Free
Press, 1990, ISBN: 0-02-935701-2. 524,93,
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